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With the progress of technology, intelligent phone has become a daily electronic 
product. China has huge market potential and users’ demand, so China is becoming the 
world's largest smartphone market.  
Samsung, being as international brands, since entering the China mobile phone 
market in 2001, has always been pursuing the steady development. In the face of China's 
smartphone competition in the market environment and the huge market share, major 
foreign brands and domestic big emerging manufacturers are hoping to beat the market 
leadership, robbing the largest share of the market. In this period full of opportunities and 
challenges, how to make the enterprise in the competition invincible, is the current 
problem.  
Xiamen-based market situation, This paper analyzed the current marketing strategy 
of Samsung mobile phones. Suggestions are put forward. First, this paper introduces 
background and research purposes, and theoretical basis; then introduces the development 
status of China's mobile phone industry. Then, this paper uses PEST analysis, Porter five 
forces model to analyze the external environment of Samsung, at the same time from two 
angles, Samsung's internal environment is analyzed, and with the help of SWOT analysis; 
Then Samsung’s mobile phone currently combination of 4p are analyzed; In the final 
analysis the Samsung mobile phone, for the problems existing in the current marketing 
strategy and some optimization, suggestions were put forward. Hope that through this 
article research, there’s certain reference significance for Samsung mobile phones, and the 
development of the other major mobile phone manufacturers at home and abroad. 
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2. 营销 STP理论 
企业在市场细分(Segmentation)的基础上，确定企业目标市场(Targeting)并进行市
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